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Agenda 


e Program & Study Overview 

e Nielsen Catalina Solutions Introduction 

e NCS + Arbitron Single Source Match 

e Data Representativeness & Methodology 

e Dove Men+Care Campaign Execution Details 
e Sales Effect Results 


First Ever Radio 


Single-Source Measurement 


Nielsen 
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MEDIA + ENTERTAINMENT 


PIONEERING 
PARTNERSHIPS 


CREATIVE UNIQUELY POWERFUL 
RE-IMAGINING OF SET OF RESULTS 
CURRENT TOOLS 


Visionary Measurement 


e Objective: Leverage the Clear Channel 
Media + Entertainment platform to increase 
Dove Men's deodorant sales and track those 
sales in a never-been-done-before single 
source research study of the impact of radio 
to get men from the airwaves to the aisles 


e How much did my radio campaign increase 
my brands” market share? 


e What were the drivers of that increase in 
market share? 


Single Source Analytics - 


Closing the Loop 


Complementary to Other Planning and Measurement 
Tools 
PLAN 


BUY / 
OPTIMIZE 
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NCS: Combining Strengths of Two 


Leaders 
Provides the Scale for Rich, Deep Analyses, Linked 
to “Gold Standard” Panels 


nielsen CATALINA 


e lIndustry's leading provider of insights and e Leverage the world's largest shopper database 
information into what consumers watch and buy to find those most valuable to your brand 

e Provides nationally representative data for media e Industry's leading provider of brand building 
and all-outlet consumer purchases loyalty solutions 


Improving Your Media ROI 


Nielsen Catalina Solutions 


Nr 7 m / a) 
LI STEN 
Nielsen Media Data 
Set Top Box Data 


2.7 MM HH 
Audio, Digital, Print, Mobile 
Partner Data 


This study utilized “Listening” 
data from Arbitron and was 
matched with NCS “Buy” Data : 
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Arbitron's Foundational Technology: ¿> | 


How the PPM Service Works 


PPM encoding solution The meter, worn all day, stores all Data collected by the meter 
1 = identifies broadcast and 2 y encoded audio content captured a are sent to Arbitron 
online audio content by the meter 


A = P 

x fe 
SE Y 
a e 4 


» Capable of measuring radio, television ana Internet broadcasts, retail 
video and audio broadcasts. 


» Meter automatically detects inaudible codes embedded in audio portion of; 
broadcast program or commercial. 


» Proprietary codes identity media to which participant Is exposed. 


Breakthrough Single Source 
Measurement of Radio ROI 


Client 


CPG Product D À 


Commercial Distributors & Media Entities 


Radio Stations a VA 4100, uid 


Arbitron Reporting 


Arbitron Panelist Exposures: EM = fe == 
: o f de E val 7 — KA CN 
Radio Commercials = à" ER) Peh MM TE 
Laa = : UY" 


Matched To Media Monitors Radio Commercial Occurrence Data 


Nielsen Catalina Shopper Data 


13 


Eligible Single Source HHs 


Catalina FSD 
60 MM Households 


“14,600 
Households 


Data Source Arbitron Sample Count Radio Single Source HH 
Individual Arbitron Records 72.748 


Individual Arbitron Records Matched €: 
Consolidated to Households 
Arbitron HHs Matched to NCS FSD from Catalina 14,637 
Single Source HHs that meet a purchase static and 

6,083 


32,207 


are eligible for analysis ; 
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Different Panels Show Consistent Results for 


Dove Men+Care Despite Different Samples 
Dove Men+Care Brand Shares by Panel 


4.3% 


Dollar Share 


Share of HHs 


FSD 


Full NCS Frequent Shopper Card 
Database 


Sample Size: 60MM Households 


FSD + ARB 

Overlap of NCS FSD and Arbitron 
Radio Data = Single Source Radio 
Households 


Sample size: 6,083 HHs 


HS 


Nielsen Homescan 
All Outlet Database 


Sample Size: 100,000 HHs 


Analysis Methodology Example 


Date 
Exposure/ 


Purchase 1/1 1/2 1/3 1/4 1/5 1/6 


Creative A 
45286 Radio 
Exposure 
T Top 40 
AM Drive 
Exposure 


Category 
Purchase 


Alt Rock Alt Rock 
AM Drive PM Drive 


X 
>x< 
X 


45286 


1. Multiple, variable time frames are examined 


> 


2. Multivariate methodology controls for non-advertising factors where 
possibie 


3. tremendous level of detail at the HH level allows for extensive deep dives 


More Than Just a Numbers 


Game... EEE 
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Creative Context 


or 


Creative & Context Matter 
Factors Contributing to General Recall 


Program Specific 


Factors 29% 


Other Factors 


28% 


Placement Specific 
Factors 4% 


Source: Nielsen IAG/Brand Effect studies 19 


Radio Occupies a Unique Position in 


the Minds of the Consumers 


High 
70% 
PANDORA NICHE 
a AUDIENCE 
<= 
e] | E MASS 
Œ 50% =< | AUDIENCE 
a 
Tube 
YOUTUBE 
30% | 


Low 50% 70% 
PASSION 


Source: The State of the Listening Today, 2013 20 


CCM+E Connects Audiences with 
Brands Via Their Passions 


A 
Pel son El tes 


PASSIONS Audie 


Brands 


DOVE Men's 
CAMPAIGN 


Driving Men 
From Airwaves 
To Aisles 


Clear Channel Media Plan 


Overview FOR DOVE MEN + CARE 


M25-54 


National campaign 
with local market 


Plan highlights: 
Total impressions: 157.7MM 
Total National GRPs: 179.7 


Radio Network Plan: 

Top Shows: Bob & Tom Show, Dan Patrick 
Show, Fox News Radio Midday, 

Jim Rome Show, Loose Cannons - Fox 
Sports, Petros & Money, Sixx Sense 
Networks: Information Today, Rock 
Network, Today's Men, Top 50 Optimized 


The Execution 


Was Spread Across Many Markets and Aired on a 
Variety of Programs 


Total Spots in Top Markets Impressions by Show (in MM) 
Jim Rome Show 4.8 
Los Angeles 841 Bob & Tom Show 4.2 
San Francisco 797 Fox News Radio Midday 4.2 
seattle 757 Dan Patrick Show 319 
Sixx Sense 2.7 
Portland, OR 757 Petros & Money 1.4 
Denver 725 Loose Cannons - Fox... 1.1 
Phoenix 722 E 5 
ee Impressions by Network (in MM) 
Chicago Top 50 Optimized 13.3 
Columbus OH Today's Men 6.9 
Information Today 1.8 


All Other Markets: 16,383 spots 


Success in Reaching Men's 


Deodorant Buyers 


E HH GRPs E Campaign 
Reach 
Category 
Buyer TRPs Category 
136 33.5% Buyer Reach 


29.0% 
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Sales Effect Results 
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Households Exposed to the Radio 


Campaign 
They Had a Brand Share 1.3 Points Higher than 
Control (+45% ) 


Dove Men + Care Deodorant Clear Channel Campaign 


E Control 


E Exposed 
(Test) 


Brand $ Share 


The Radio Execution also Drove 


Shares 


Increase Across Purchase Occasions, Buying 
Households and Basket Size 


Lift Among Exposed Households 


E Control M Exposed (Test) 


Brand share of category Brand share of category 
purchase occasions buying households 


Basket size 
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Summary of Key Findings 


e The campaign over-indexed in reaching category buyers 


e Households exposed to the radio campaign had 45% (1.3% 
points) higher brand dollar share than unexposed 


e Exposed households had 27% higher share of purchase 
occasions and 25% higher share of buying household in this 
category. 


e Similarly, exposed households spent $0.12 more per brand 
buying occasion 


Looking Forward 


e We can measure Radio sales effects! 


e The approach is scalable! 


e Brand considerations: Brand Penetration 10% for frequently 
purchased brands — up to 30% for infrequently purchased 
brands and large enough campaigns to deliver Clear Channel’s 
30+% reach within 4-6 weeks. 
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